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Nokia Siemens Networks as the representative of the foreign telecom 
equipment manufacturers has dominated China's telecommunications equipment 
market for a long time. However, with the development of ZTE and Hua wei , 
representing the increasing domestic telecom equipment manufacturers in China, 
Nokia Siemens Networks market space has been compressed gradually. In particular, 
in 2008, the third generation of China’s mobile communications network started 
construction, Nokia Siemens Networks and other foreign telecom equipment 
manufacturers are difficult to maintain their previous brilliant performance, the 
reasons are manifold, Nokia Siemens Networks f does not adapt to the changes of 
China's telecommunications market in the environment and  timely adjust its 
marketing strategy in the Chinese market , which is the main reason. 
In this context, Nokia Siemens Networks in China marketing strategy is made 
as the research object, on research of how to explore Nokia Siemens Networks in 
China's telecommunications equipment market in the 3G era and timely adjust their 
marketing strategies to reach optimization according to environmental changes 
In the course of the study, the author first bases on marketing-related theories 
and research methodology and combines with the telecommunications equipment 
market characteristics. And then, the author uses a dynamic perspective to analyses 
the China's telecommunications equipment market from 2G era to 3G era on the 
planning of industrial policy, the development of economy, social humanities and 
science as well as technology in the course of evolution of market competition. At 
the same time, the rise of China's domestic telecom equipment manufacturers and 
the  strength and weakness of Nokia Siemens Networks are both involved, 
highlighting in 3G era, the necessity and urgency of why Nokia Siemens Networks 
adjusts China's telecommunications equipment market based on changes in the 
competitive environment as their marketing strategy. Finally, on the basis of the 













strategy for Nokia Siemens Networks in the Chinese market in 3G era, definitely 
plans the position and marketing objectives in the Chinese market on the aspects of 
product innovation, price, customer relationship management, and marketing 
optimization of the organizational structure. 
The author ‘s research focuses on the methods and significance of how Nokia 
Siemens Networks adjusts and optimizes their marketing strategy in telecom 
equipment market, which are based on changing environment , however, in the 
globalization of today, as more and more Chinese enterprises going into global 
market , marketing strategy adjustment and optimization of the relevant theories, 
methods, and specific measures proposed for the successful implementation of the 
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第一章  绪论 
 1
第一章  绪论 
    本章明确了本次研究课题的研究背景、研究对象、要解决的主要问题、本
课题的研究意义以及具体的研究思路和方法。 












例如， 2008 年在中国移动的 TD-SCDMA（中国自主研发的 3G 标准）终端设
备第二轮招标中，TD 的缔造者大唐电信不出意外拿到 40%的份额。中兴、华为、
中国普天共享近 50%的份额。外资电信设备商中诺基亚西门子获得 7.5%，而爱
立信仅获得 4.5% 。而此前在 2008 年 9 月底公布的中国电信 CDMA（欧洲主导的
3G 标准）网络终端设备高达 300 亿元的招标中，原本在 CDMA 网络占有率不到
5%的华为，凭借 7亿元的低价占据近 30%份额居于全球首位；传统 CDMA 网络设
备提供商如巨头阿尔卡特朗讯、摩托罗拉、北电市场份额皆低于 20%。[1] 

































第二节  研究内容及意义 



































































一、研究方法   
    本课题在研究过程中主要采取了文献查阅法、案例研究法等多种方法，力
求使支撑研究成果的相论更加扎实和丰满，使研究过程更加合理清晰，使研究
结果更有针对性和实际应用价值。 
















二、 研究技术路线    
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